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Call for Abstracts 
 

7th Meeting of 
AG MARKETING 

27th - 28th of November, 2025 (virtual) 
Invitation:  
We cordially invite abstracts from scholars and practitioners in the field of quantitative 
marketing! 
 
Purpose:  
The AG MARKETING invites methodological, theoretical, or empirical papers that aim to 
contribute to the understanding of quantitative marketing issues. This call is not limited to any 
specific field of marketing and welcomes quantitative contributions in areas like innovation 
management, sales management, pricing, advertising, market segmentation, digital marketing, 
consumer behavior, sustainability marketing, revenue management etc.  
Interested researchers are invited to submit an abstract for virtual presentation. Abstracts will 
undergo a peer-review process. No fee will be charged for this virtual meeting, and all registered 
attendees may request a “confirmation of attendance” for their organization! 
 
Date:  
The working group meeting will be virtually held on Thursday (afternoon), 27th of November, 
2025, and Friday (morning/noon), 28th of November, 2025.  
 
Publishing options:  
All accepted abstracts are published in the journal Archives of Data Science, Series A.  
Furthermore, accepted presenters for the 5th Meeting of AG MARKETING will have the opportunity 
to submit the final version as a full paper for the journal Archives of Data Science, Series A. Articles 
must be 10-14 pages using the provided style. Please submit the final paper directly to the journal 
and obtain the journal’s guidelines for authors: 
https://www.archivesofdatascience.org/journals/series_a/author-guidelines  
 
Important Deadlines:  
• Abstract submission: Please submit your abstract (in English, max. 500 words, plain text with 

1-3 references) until 30th of October, 2025 via mail to agmark-workshop@tu-clausthal.de  
• Notification about acceptance: until 7th of November, 2025  
• Registration: Please register via mail to agmark-workshop@tu-clausthal.de until 16th of 

November, 2025.  
 
We are looking forward to numerous exciting submissions and many new faces!  
If you have any questions, please do not hesitate to contact us!  
 
Kind regards,  
Friederike (Paetz) and Philipp (Brüggemann) 
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Final schedule 
  

 
Thursday, 27th November 2025 Friday, 28th November 2025 

schedule event schedule event 
1:55 p.m. get-together   8:55 a.m. get-together 
2:00 p.m. Welcome   9:00 a.m. Session B 
2:05 p.m. AG MARKETING News / Elections 10:30 a.m. Break 
2:15 p.m. Session A 10:45 a.m. Session C 
3:45 p.m. end 12:15 p.m. Announcements/Farewell 
    12:20 p.m. end  
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Sessions 
 
Thursday, 27th of November 2025 
 

Zoom-link: https://fernuni-hagen.zoom-
x.de/j/68459279187?pwd=Mesr81KhLRbDZVf9Vf8bZqYnf3sfbv.1 (Access code: 
37505829) 
 
Session A (Chair: Winfried J. Steiner) 

•  Dynamic Pricing in Grocery Retailing via Electronic Shelf Labels (Robert Zniva, Udo 
Wagner, Viktoria Schleifer) 

• Designing Fair and Sustainable Leasing: A Dual-Response Choice-Based Conjoint 
Analysis of the Fair-Wear Pricing Model (Constantin Brîncoveanu, K. Valerie Carl) 

• Choice-Based Conjoint for Designing Home Appliances: Human Versus Silicon Samples 
of Respondents (Daniel Baier, Danilo Randazzo, Maximilian Unger) 

• Automated Product Improvement from Online Customer Reviews using Large Language 
Models (Andreas Karasenko) 
 

Friday, 28th of November 2025 

Zoom-link: https://fernuni-hagen.zoom-
x.de/j/61914086927?pwd=dFyTV9rsgJSLJDEHEjfbIsBiOt1AOI.1 (Access code: 79771857) 
 

Session B (Chair: Luis F. Martinez)  

• Signal Interference in Influencer Marketing: How Authenticity and Brand Fit Moderate 
Disclosure Effects on Engagement (Prasad V. Vishnu, Meta Dev Prasad Murthy, 
Rishika Jain) 

• Humanizing the Artificial: Para-Friendship as a Relational Pathway to Brand Love in 
Virtual Influencer Marketing (Tseng-Lung Huang, Yu-Hsun Hung, Yu-Hsin Huang, 
Carsten D. Schultz) 

• Masstige Without Ownership: How Sharing Shapes Brand Evangelism Among 
Masstige Consumers (Karan Grover, Dr. Garima, Vaibhav Sharma) 
 

• The Hidden Rhythm of Buying: Why Consumers Shop in Streaks (Prasad V. Vishnu, 
Meta Dev Prasad Murthy, Rishika Jain) 
 

Session C (Chair: Hanna Schramm-Klein) 

• Smart Objects' Agency and Consumer Acceptance: An Interpersonal Perspective (Mohammed 
Hakimi) 

• The Future of Influence: How Virtual Influencers Shape Brand Attitudes and Purchase 
Intentions (Anne Fota, Robér Rollin, Hanna Schramm-Klein) 

• Rethinking Data in Marketing Research: Introducing Social Micro-Experiments as a 
Protocol for Ecologically Valid and Scalable Evidence (Florian Buehler) 

• The Role of Robot Anthropomorphism in Promoting Sustainable Consumer Choices  
(Lana Beikverdi, Niklas Eriksson, Dennis Biström) 

https://fernuni-hagen.zoom-x.de/j/68459279187?pwd=Mesr81KhLRbDZVf9Vf8bZqYnf3sfbv.1
https://fernuni-hagen.zoom-x.de/j/68459279187?pwd=Mesr81KhLRbDZVf9Vf8bZqYnf3sfbv.1
https://fernuni-hagen.zoom-x.de/j/61914086927?pwd=dFyTV9rsgJSLJDEHEjfbIsBiOt1AOI.1
https://fernuni-hagen.zoom-x.de/j/61914086927?pwd=dFyTV9rsgJSLJDEHEjfbIsBiOt1AOI.1
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ABSTRACTS 

Session A 

 

Dynamic Pricing in Grocery Retailing via Electronic Shelf Labels  

Robert Zniva, Udo Wagner, Viktoria Schleifer 

 
Electronic shelf labels (ESLs) are a technology that has recently gained adoption in retailing. Prior 
studies have confirmed several advantages of ESLs, such as savings in operational costs and 
resolving mismatches between prices for the same stock-keeping unit across physical and electronic 
locations. In addition, ESLs enable retailers to continuously adjust prices in response to changing 
market conditions. Research shows that the introduction of ESLs in grocery retailing leads to an 
increase in the number of price changes, a decrease in the average size of price adjustments, greater 
dispersion of price adjustments over time, and profit gains that go far beyond mere labor cost 
savings.  
Whereas consumers accept dynamic pricing in e-commerce (for instance, in tourism), this does not 
seem to be the case for brick-and-mortar grocery stores. Therefore, the increased price flexibility 
made possible by ESLs can also lead to negative side effects for retail businesses. Demand-based 
and economically motivated price changes may be perceived as unfair by customers and reduce 
their trust in the retailer’s benevolence, resulting in higher complaint intentions or lower purchase 
intentions. These negative effects are influenced by psychological reactance, as customers are 
forced to interact with the technology. Such potential downsides have remained largely unexplored 
so far. To contribute to closing this research gap, this article investigates the capacity of ESLs to 
facilitate dynamic pricing in stationary retail. It follows the call of existing literature to examine 
potential reactance effects induced by ESLs in this context.  
Based on thorough theoretical considerations, this research proposes three hypotheses:  
H1: Electronic price tags where prices (a) increase or (b) decrease lead to higher reactance than 
electronic price tags where prices remain constant.  
H2: Increasing levels of reactance induce (a) a negative attitude toward the retailer, (b) a negative 
evaluation of the ease of use of ESLs, and (c) a negative evaluation of the usefulness of ESLs.  
H3: A negative attitude toward the retailer or negative evaluations of the ease of use or usefulness 
of ESLs result in (a) decreased intention to recommend the retailer and (b) increased intention to 
switch.  
We conducted a lab study with 186 subjects. They were randomly assigned to one of three 
experimental groups and were first exposed to a retail shelf of mineral water with specific price 
tags. After a filler task, subjects visited the retail shelf again: members of EG1 were confronted 
with a price increase, those in EG2 with a price decrease, and those in the control group (CG) with 
no price change.  
Three findings appear to be most relevant. (i) Reactance is a central construct for explaining 
customers’ reluctance toward unexpected price changes on ESLs. Reactance arises because of 
customers’ forced exposure to ESLs and complementary managerial actions. (ii) The effects of a 
price increase and a price decrease are very similar, although the former is more pronounced. This 
somewhat stronger effect is face-valid, but the similar effect of a price decrease might be even more 
striking. (iii) Latent constructs borrowed from the Technology Acceptance Model turned out to be 
of minor importance. In any case, subjects clearly disliked ESLs’ capacity to enable dynamic 
pricing but attributed this aversion to the retailer rather than to the usefulness of the technology 
itself. 
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Designing Fair and Sustainable Leasing: A Dual-Response Choice-Based Conjoint 
Analysis of the Fair-Wear Pricing Model  
Constantin Brîncoveanu, K. Valerie Carl 

The shift towards sustainable consumption and servitization is challenging traditional business 
models like automotive leasing, which often rely on fixed-rate contracts that do not account for 
individual usage intensity and wear. Data-driven, wear-based pricing models, such as the Fair-
Wear Pricing Model (FWPM), offer a promising alternative by linking leasing rates to actual 
product degradation via IoT data. This approach aims to enhance fairness, incentivize resource-
conscious behavior, and support circular economy principles. However, the optimal design of 
such complex contracts from a consumer perspective is unknown. Questions remain regarding 
how consumers trade off potential cost savings against significant data privacy concerns, and 
how they value different contract features. 
Thus, we propose a study to quantify consumer preferences for the key attributes of a wear-
based leasing model, providing actionable recommendations for its optimal design. We will 
employ a dual-response choice-based conjoint (dual-response CBC) analysis conducted with a 
representative sample of consumers (n≈200-300) via an online panel (e.g., Prolific). The 
experiment will test consumer preferences across five relevant attributes of an FWPM contract: 
(1) pricing structure, i.e., the ratio of fixed vs. variable price components (e.g., 80% fixed/20% 
variable, 50/50, 20/80), (2) data privacy, i.e., level of data shared (e.g., anonymous & 
aggregated vs. personalized & specific driving data), (3) data handler, i.e., the entity managing 
the data, as a proxy for trust (e.g., car manufacturer, leasing company, or an independent 
certified third-party), (4) sustainability incentive, i.e., the type of reward for sustainable driving 
(e.g., none, a non-financial CO2 certificate, or a direct financial "green bonus"), and (5) 
information provision, i.e., the frequency and detail of feedback provided to the consumer (e.g., 
real-time dashboard vs. monthly reports). We will utilize a dual-response format to measure 
both relative preference and purchase likelihood for each contract profile. 
The study is expected to yield part-worth utilities for each attribute level, allowing us to 
calculate the relative importance of features like data privacy versus the pricing structure. 
Furthermore, we plan to conduct a consumer segmentation analysis, as we hypothesize that 
"one size does not fit all." We anticipate identifying distinct consumer segments based on 
differing preferences for risk (variable vs. fixed price components), sustainability 
consciousness, and data privacy concerns, analogous to preference patterns observed in 
telematics-based insurance tariffs. The results will provide actionable insights for designing and 
marketing fair and sustainable leasing contracts that align with consumer preferences. 
Furthermore, we expect to estimate consumers' willingness-to-pay for specific features, such as 
enhanced data privacy through an independent data handler or the inclusion of tangible 
sustainability bonuses. This research builds on literature in usage-based pricing, behavioral 
economics, and sustainable business models (e.g., Bocken et al., 2018; Koschate-Fischer and 
Wüllner, 2017; Stanula et al., 2020). 
 
References: 

• Bocken, N. M. P., Mugge, R., Bom, C. A., & Lemstra, H. J. (2018). Pay-per-use 
business models as a driver for sustainable consumption: Evidence from the case of 
HOMIE. Journal of Cleaner Production, 198, 498-510. 

• Koschate-Fischer, N., & Wüllner, K. (2017). New developments in behavioral pricing 
research. Journal of Business Economics, 87(6), 809-875. 

• Stanula, P., Praetzas, C., Kohn, O., Metternich, J., Weigold, M., & Buchwald, A. (2020). 
Stress-oriented, data-based payment model for machine tools. Procedia CIRP, 93, 1526-
1531. 
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Choice-Based Conjoint for Designing Home Appliances: Human Versus Silicon Samples 
of Respondents  
Daniel Baier, Danilo Randazzo, Maximilian Unger 
Generative artificial intelligence based on GPT and similar large language models have the 
potential to augment or even replace traditional market research (see, e.g., Arora et al. 2025, 
Brand et al. 2023, Sarstedt et al. 2024). Possible enrichment areas range from secondary 
research (e.g., the analysis of publications, past studies, or recent user-generated content) to the 
design and conduction of primary research (e.g., the generation, improvement, or pretest of 
questionnaires, the simulation of answers from a sample of respondents). In this paper, we 
explore whether GPT generated answers in a choice-based conjoint study lead to similar 
partworth estimates as human choices. GPT simulates potential home appliance buyers in 
Germany (a so-called silicon sample) and their choices among sets of multi-attributed home 
appliances. Estimated partworths from these choices are analyzed using hierarchical Bayes 
(HB) estimation and a multinomial logit model. The estimates are compared to estimates from 
choices of a human sample that follows the same distribution as the silicon sample regarding 
age, gender, household size, income, and innovativeness. As an experimental factor, GPT 
generates choices under a varying amount of information provided from past and preliminary 
home appliance studies. The results are encouraging: Parthworth estimates from GPT choices 
come close to partworth estimates from human choices when information of past and/or 
preliminary studies is provided. However, without this information, GPT choices lead to part-
worth estimates similar to partworth estimates from random choices.  
 
References: 
 

• Arora, N., Chakraborty, I., & Nishimura, Y. (2025): AI–human hybrids for marketing 
research: Leveraging Large Language Models (LLMs) as collaborators. Journal of 
Marketing, 89(2), 43–70.   

• Brand, J., Israeli, A., & Ngwe, D. (2023): Using LLMs for market research. Harvard 
Business School Working Paper, 23-062, retrieved from https://www.hbs.edu/ris/ 
publication% 20files/23-062_ed720ebc-ec4d-4bc3-a6ba-bad8cfbd9d51.pdf  

• Sarstedt, M., Adler, S. J., Rau, L., & Schmitt, B. (2024): Using large language models 
to generate silicon samples in consumer and marketing research: Challenges, 
opportunities, and guidelines. Psychology & Marketing, 41(6), 1254–1270.    
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Automated Product Improvement from Online Customer Reviews using Large 
Language Models  
Andreas Karasenko 
 
Recent advances in natural language processing have given rise to Large Language Models 
(LLMs) and generative AI (GenAI) models, such as ChatGPT. These models are capable of 
sentiment classification (Krugmann & Hartmann, 2024), technology acceptance model 
construct scoring from Online Customer Reviews (OCR) (Baier et al., 2025), and can even help 
in the ideation phase of product development (Bouschery et al., 2023). In this paper we explore 
how a mix of conventional Machine Learning (ML) methods and LLMs can automatically 
identify product attribute based strengths and weaknesses across product categories using 
readily available OCRs. We find that open source LLMs are capable of identifying multiple 
product attribute sentiments for each OCR with little annotation effort, which would usually 
require specially trained ML models. Comparisons, with respect to strengths and weaknesses, 
can then be made at aggregate levels (e.g. mean sentiment score, or distributions), or by using 
LLMs as a summary agent to distill the main pain points for each attribute, or category. In a 
case study we compare several conventional running shoes from Adidas with sustainable 
alternatives. We find systematic issues, irrespective of category, for attributes such as fit, as 
well as individual product and category specific issues for the sustainable alternatives, such as 
poor durability, or poor color quality. We find that LLMs provide a simple and intuitive way to 
detect pain points and summarize key issues from large review sources, which can then be used 
to dynamically inform potential buyers, and improve the quality of future products. 

 
References: 

• Krugmann, J. O., & Hartmann, J. (2024). Sentiment analysis in the age of generative 
AI. Customer Needs and Solutions, 11(1), 3. 

• Baier, D., Karasenko, A., & Rese, A. (2025). Measuring technology acceptance over 
time using transfer models based on online customer reviews. Journal of Retailing and 
Consumer Services, 85, 104278. 

• Bouschery, S. G., Blazevic, V., & Piller, F. T. (2023). Augmenting human innovation 
teams with artificial intelligence: Exploring transformer‐based language models. 
Journal of product innovation management, 40(2), 139-153. 
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Session B 

Signal Interference in Influencer Marketing: How Authenticity and Brand Fit Moderate 
Disclosure Effects on Engagement  
 
Prasad V. Vishnu, Meta Dev Prasad Murthy, Rishika Jain 
 
Influencer marketing represents a multi-billion-dollar industry where commercial messages are 
embedded within social relationships, creating interpretive ambiguity for audiences. While 
regulatory bodies mandate sponsorship disclosures to ensure transparency, empirical evidence 
on disclosure effectiveness remains contradictory, some studies find positive effects on 
engagement, others document significant penalties. This research addresses this puzzle by 
extending signaling theory to multi-signal digital environments, proposing a signal interference 
framework where disclosure effects depend not on the disclosure alone, but on its interaction 
with concurrent signals of authenticity and brand-influencer fit.  
We analyze 1.6 million Instagram posts using within-dyad fixed-effects models to overcome 
endogeneity challenges inherent in observational data. Our measurement approach 
operationalizes three key constructs: (1) disclosure salience through a continuous index 
capturing prominence and placement rather than binary presence/absence, (2) authenticity as 
persona consistency measured through linguistic deviations from an influencer's baseline 
communication style, and (3) dyadic fit as a composite of static category similarity and dynamic 
partnership history. The econometric strategy leverages influencer-brand dyad fixed effects, 
exploiting variation within 51,270 "switcher" dyads who posted both disclosed and undisclosed 
content for the same brand partner. Results reveal that while low-salience disclosures show 
neutral-to-positive engagement effects (β=0.005, p<0.05), high-salience disclosures generate 
significant engagement penalties (β=-0.010, p<0.01). Critically, these effects are systematically 
moderated by signal alignment. Under conditions of maximum signal conflict—high-salience 
disclosure with low authenticity and low brand fit, engagement penalties reach -0.019 
(p<0.001). Conversely, when signals align, authentic content within high-fit partnerships, the 
penalty attenuates by 52.6% to -0.009 (p<0.001). This pattern confirms our signal interference 
hypothesis: audiences interpret multiple concurrent signals holistically, with alignment 
producing interpretive coherence and misalignment generating defensive processing. 
The findings reconcile prior inconsistencies by demonstrating that disclosure outcomes are 
contingent on the broader signal environment. For platforms, this suggests context-sensitive 
disclosure requirements varying prominence based on observable alignment indicators. For 
brands, an alignment-first approach to influencer selection and creative development may prove 
more effective than optimizing reach alone. For creators, maintaining persona consistency 
across sponsored and organic content emerges as crucial for minimizing interference effects. 
This research contributes to marketing theory by extending signaling frameworks beyond 
single-signal assumptions to address contemporary multi-signal communication contexts, with 
implications for any domain where commercial and social signals intersect. 
 
References: 
 

• Boerman, S. C., Kruikemeier, S., & Borgesius, F. J. Z. (2017). Online Behavioral 
Advertising: A Literature review and Research agenda. Journal of Advertising, 46(3), 
363–376. 

• Kim, S., Jiang, J., & Wang, W. (2021). Discovering Undisclosed Paid Partnership on 
Social Media via Aspect-Attentive Sponsored Post Learning. Proceedings of the 14th 
ACM International Conference on Web Search and Data Mining, 319–327. 
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Masstige Without Ownership: How Sharing Shapes Brand Evangelism Among Masstige 
Consumers  
 
Karan Grover, Dr. Garima, Vaibhav Sharma 
 
The luxury market of the twenty-first century has witnessed a profound transformation, 
redefining its core essence and expanding its reach. Once reserved for the affluent elite, luxury 
has become increasingly attainable due to the economic rise and evolving aspirations of the 
global middle class (Roy et al., 2025). This democratization of luxury has been accelerated by 
globalization and digitalization, which have enhanced the accessibility and visibility of luxury 
products across markets. Consequently, the meaning of luxury has evolved, from a marker of 
exclusivity and wealth to a more inclusive notion of prestige that resonates with a broader 
audience (Kumar, Paul and Unnithan, 2020; Kumar, Paul and Starčević, 2021; Roy et al., 2025). 
Emerging markets such as India, Latin America, Southeast Asia, and Africa are projected to 
add over 50 million upper-middle-class luxury consumers by 2030, marking a major shift in 
global consumption patterns (Bain & Company, 2025). Younger cohorts (Gen Z and 
millennials) further fuel this trend by prioritising product quality, experiential value, and 
personalisation while remaining value-conscious (Bain & Company, 2025). Furthermore, these 
consumers valued more cost-effective purchases and increasingly gravitated toward 
secondhand platforms (Bain & Company, 2025). This growing demographic exhibits a strong 
desire to experience attainable luxury (Roy et al., 2025), giving rise to the concept of ‘masstige’, 
a hybrid of mass and prestige, where luxury becomes accessible without diluting its exclusivity. 
Through masstige strategies, luxury brands have expanded their consumer base, influenced 
buying behavior, and redefined traditional notions of luxury consumption (Alagarsamy, 
Mehrolia and Paul, 2024). Among these, India stands out with rapid economic growth, rising 
disposable incomes, and an expanding aspirational middle class (PwC, 2023; Shukla, 2023). 
Unlike mature luxury markets, Indian consumers seek products that balance prestige and 
affordability, reflecting the growing relevance of masstige consumption (Bain and Company, 
2025). This evolving consumer landscape has prompted many businesses to recalibrate their 
strategies to align with the changing luxury paradigm, embracing inclusivity to drive both 
growth and profitability (Cavusgil et al., 2018; Roy et al., 2025). Premium yet affordable 
offerings targeting middle-class consumers are now evident across multiple categories, 
particularly in frequently purchased goods (Mundel, Huddleston and Vodermeier, 2017). 
Successful examples of this ‘prestige for the masses’ approach include brands such as 
Starbucks, Diesel, and Louis Quatorze (Kumar, Paul and Unnithan, 2020). This strategy has not 
only fostered new brand entrants and premium extensions of mass-market labels but also 
enabled established luxury brands to fortify their market presence (Paul, 2019). Furthermore, 
the increasing aspiration for luxury aligns with two core tenets of collaborative consumption: 
(1) redistribution and (2) mutualization, whereby consumers either purchase secondhand 
products or share resources to achieve economic efficiency while enjoying a sense of prestige 
(Ertz et al., 2018). Existing research on masstige consumption primarily emphasizes the 
purchase of new products from masstige brands, shaped by middle-class demographics and 
their status-seeking tendencies (Mundel, Huddleston and Vodermeier, 2017; Paul, 2019; 
Alagarsamy, Mehrolia and Paul, 2024; Roy et al., 2025). However, this study will extend the 
understanding of masstige by proposing that it can also emerge through collaborative 
consumption where middle-class consumers (the mass) engage with luxury goods to achieve a 
sense of distinction. For example, collaborative platforms such as Airbnb Plus and Luxe offer 
experience-based luxury stays that make consumers feel empowered, validated, and 
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emotionally engaged. They redefine luxury as an inclusive and participatory experience rather 
than one rooted in exclusive ownership. Notably, no prior research has examined collaborative 
consumption through the lens of masstige. Addressing this gap, the present study explores how 
multi-dimensional consumer values among middle-class consumers influence their intention to 
engage in collaborative consumption for affordable luxury experiences. To gain a 
comprehensive understanding of consumer behavior, this study will further examine the degree  
of brand evangelism as a behavioral outcome, exploring whether consumers actively promote 
collaborative brands that provide accessible luxury. The study adopts the Stimulus–Organism–
Behavior–Consequence (SOBC) framework to analyze how collaborative brands can attract 
masstige consumers by leveraging the values they associate with renting or purchasing 
secondhand luxury products. This study will also offer insights by examining collaborative 
consumption through the theoretical lens of masstige, a perspective largely overlooked in prior 
literature that has focused on ownership-based consumption. 
 
References 

• Alagarsamy, S., Mehrolia, S. and Paul, J. (2024) ‘Masstige scale: An alternative to 
measure brand equity’, International Journal of Consumer Studies, 48(1). doi: 
10.1111/ijcs.12873. 

• Bain and Comany (2025) Luxury in Transition: Securing Future Growth. Available at: 
https://www.bain.com/insights/luxury-in-transition-securing-future-growth/. 

• Cavusgil, S. T. et al. (2018) ‘Middle-Class Consumers in Emerging Markets: 
Conceptualization, Propositions, and Implications for International Marketers’, Journal 
of International Marketing, 26(3), pp. 94–108. doi: 10.1509/jim.16.0021. 

• Ertz, M. et al. (2018) ‘Does “Sharing” Mean “Socially Responsible Consuming”? 
Exploration of the Relationship Between Collaborative Consumption and Socially 
Responsible Consumption’, Journal of Consumer Marketing, 35(4), pp. 392–402. doi: 
10.1108/JCM-09-2016-1941. 

• Kumar, A., Paul, J. and Starčević, S. (2021) ‘Do brands make consumers happy?- A 
masstige theory perspective’, Journal of Retailing and Consumer Services, 
58(September 2020). doi: 10.1016/j.jretconser.2020.102318. 

• Kumar, A., Paul, J. and Unnithan, A. B. (2020) ‘“Masstige” marketing: A review, 
synthesis and research agenda’, Journal of Business Research, 113(July), pp. 384–398. 
doi: 10.1016/j.jbusres.2019.09.030. 

• Mundel, J., Huddleston, P. and Vodermeier, M. (2017) ‘An exploratory study of 
consumers’ perceptions: What are affordable luxuries?’, Journal of Retailing and 
Consumer Services, 35, pp. 68–75. doi: 10.1016/j.jretconser.2016.12.004. 

• Paul, J. (2019) ‘Masstige model and measure for brand management’, European 
Management Journal, 37(3), pp. 299–312. doi: 10.1016/j.emj.2018.07.003. 

• PwC (2023) How India spends: A deep dive into consumer spending behaviour. 
Available at: efaidnbmnnnibpcajpcglclefindmkaj/https://www.pwc.in/assets/pdfs/how-
india-spends-a-deep-dive-into-consumers-pending-behaviour.pdf. 

• Roy, A. et al. (2025) ‘Masstige Consumption: A Motivation-Desire-Outcome 
Framework with Implications for Luxury Brand Management’, Journal of Global 
Marketing, 38(1), pp. 27–58. doi: 10.1080/08911762.2025.2449697. 

• Shukla, R. (2023) The Rise of India’s Middle Class: A Force to Reckon With. Available 
at: https://www.price360.in/expertview/the-rise-of-indias-middle-class-a-force-to-
reckon-with/. 

 
  



 

12 
 

 
Humanizing the Artificial: Para-Friendship as a Relational Pathway to Brand Love in 
Virtual Influencer Marketing 
Tseng-Lung Huang, Yu-Hsun Hung, Yu-Hsin Huang, Carsten D. Schultz 
 

Virtual influencers have become influential players in today's digital marketing landscape, 
yet the psychological processes through which consumers develop relational and emotional 
bonds with these non-human entities are still not well understood. Recent work has begun to 
define virtual influencers and outline their strategic roles in branding contexts (Audrezet et al., 
2025), and research has shown that virtual influencers can shape perceptions of symbolic value, 
especially within luxury settings (Bie et al., 2025). However, much of the existing research 
continues to emphasize realism, visual fidelity, or authenticity cues. Such approaches often 
frame consumer responses as primarily perceptual or aesthetic, while overlooking the social 
cognitive interpretations that allow virtual influencers to be experienced as socially meaningful 
partners. This study addresses this gap by examining how consumers’ perceptions of AI control 
influence the humanization of virtual influencers and the subsequent formation of para-
friendship, which then affects brand-related emotional attachment. 

Drawing on metaphor theory and interpersonal relationship models, we propose that when 
consumers view a virtual influencer as guided by adaptive or intentional AI processes, they are 
more likely to attribute humanlike qualities such as agency, emotional capacity, and personality. 
This perceived humanness is expected to encourage the development of para-friendship, a 
relational state in which the virtual influencer is experienced more like a friend than a remote 
media figure. Prior research has shown that similar friend-like relational dynamics can emerge 
with intelligent digital agents (Ki, Cho, & Lee, 2020). Para-friendship reflects a sense of 
closeness, familiarity, and relational warmth, and is positioned as a precursor to brand love, 
consistent with research showing that relational closeness enhances emotional attachment in 
brand contexts (Rauschnabel et al., 2024). 

The study also considers the moderating role of self-disclosure, understood as the 
willingness to share personal thoughts, experiences, and feelings during interactions. Self-
disclosure functions as an interpersonal mechanism that reduces psychological distance and 
enables social meaning to be constructed. Individuals who disclose more are expected to be 
more receptive to interpreting virtual influencers as relational partners, thereby strengthening 
the link from perceived AI control to perceived humanness and para-friendship. 

To test these relationships, an online survey was conducted with 236 U.S. participants 
recruited through MTurk. Structural equation modeling using PLS-SEM was employed to 
examine the proposed framework. Results indicate that perceived AI control positively 
influences perceived humanness and para-friendship. Perceived humanness further contributes 
to para-friendship, which strongly predicts brand love. Additionally, self-disclosure moderates 
the pathways involving perceived AI control, suggesting that relational engagement is more 
likely when individuals are willing to share personal information. 

Overall, this study clarifies how emotional and relational outcomes evolve when 
consumers interact with AI-generated personas. The findings suggest that successful virtual 
influencer marketing relies less on visual resemblance to humans and more on fostering 
conditions that support social interpretation and interpersonal involvement. For practitioners, 
this implies that brands should focus on interaction design and narrative cues that encourage 
humanization and conversational openness. By cultivating environments that allow relational 
meaning to emerge, virtual influencers can function as emotionally resonant partners that 
strengthen consumer attachment to the brand. 
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The Hidden Rhythm of Buying: Why Consumers Shop in Streaks  
Prasad V. Vishnu, Meta Dev Prasad Murthy, Rishika Jain 
 
We investigate whether, when, and why consumers enter “hot streaks” of purchasing and 
quantify their short- and long-run effects using a multi-study design on ~1M e-commerce 
transactions from 5,000+ users. We operationalize a Purchase Impact Score per transaction by 
combining a within-user spending z-score with inverse category frequency and, via a sliding-
window algorithm, define a hot streak as ≥3 purchases above the user-specific 90th percentile 
within 14 days. Randomization tests confirm that detected clusters exceed chance (average 4.08 
purchases over 11.96 days; 76% of users experience ≥1 streak; p<0.01), while temporal 
decomposition and clustering show synchronization with external demand shocks (holiday 
peaks in November–December and summer promotions in July), with 54.6% of streaks 
overlapping across users. Sensitivity analyses show robustness to percentile and window 
choices. To explain entry, we estimate (i) a demographic logit yielding high out-of-sample 
accuracy (0.9987) with education positively associated with entry (β=0.4626) and multiple-
account usage negatively associated (β=−0.5267), and (ii) a behavior-first random-forest model 
achieving 88% onset prediction accuracy using precursors such as spending slope, short-
horizon purchase frequency, and category-mix shifts; feature importance spotlights spending 
upticks (coef=0.41) and the first high-impact purchase (coef=0.33) as early-warning signals. 
To assess consequences, a phase analysis around streak boundaries indicates a sharp intensity 
spike, daily purchase frequency rises by ~2,400% (0.07→1.89) while average ticket size 
declines by ~1,373.6%, followed by a 30-day cool-off and gradual reversion to baseline within 
90–180 days. Despite the short-run “many-small-baskets” pattern, a propensity-score-matched 
comparison (1,216 pairs) shows durable value creation: relative to matched non-streak users, 
streak consumers exhibit +386.2% total purchases, +340.4% total spend, +265.6% monthly 
frequency, +228.1% category diversity, −13.2% recency, +24.2% RFM, and +243.3% customer 
lifetime value. Finally, to test mechanism, we examine exploration–exploitation dynamics: 
category diversity contracts during streaks (0.8168→0.7976; −2.3%; t=21.1791; p<0.01), with 
43.9% of streaks showing an initial broadening followed by concentration, consistent with 
shopping-momentum theory in which a salient, high-impact purchase reduces decision inertia 
and accelerates follow-on choices in narrower categories. Collectively, the studies contribute a 
validated detection algorithm, identify actionable precursors enabling just-in-time targeting, 
and reconcile the short-run surge/low-ticket paradox with long-run profitability. Managerially, 
our evidence suggests three tactics: monitor spending-slope and first-high-impact triggers to 
time interventions; favor frequency-oriented tactics (e.g., cadence-based offers, cart-
continuation nudges) during streak phases; and sequence recommendations to match the 
exploration-to-exploitation arc, broad discovery cues pre-streak, narrowing category guidance 
as intensity builds. Conceptually, we reframe loyalty and engagement as episodic and bursty 
rather than smooth, integrating external shocks (seasonality, promotions) with intrinsic 
dynamics to yield a predictive, intervention-ready framework for managing consumer streaks. 
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Session C 
 

Smart Objects' Agency and Consumer Acceptance: An Interpersonal Perspective  

Mohammed Hakimi 

Consumers increasingly interact with smart and connected objects, creating new relationships 
and generating novel relational outcomes (Wang, 2024). Smart objects have gained agentic 
features that allow them to modify and actively shape user interactions (Rokonuzzaman et al., 
2022). However, few studies have examined consumer perception of these emerging capacities 
before purchase (Querci et al., 2024), partly because smart objects are still viewed through 
traditional adoption models (Basarir-Ozel et al., 2023). 
Novak and Hoffman (2019) argue that consumer-smart object relationships are social and 
interpersonal in nature. From these interactions emerge social patterns that can be understood 
through interpersonal mechanisms structured by the expression of consumers' and smart 
objects' agencies (Novak and Hoffman, 2019; Schweitzer et al., 2019). Researchers have been 
invited to study how consumers perceive smart objects' agency to better understand its 
implications for consumer acceptance (Chouk & Mani, 2022; Attié & Meyer-Waarden, 2022), 
yet these implications remain underexplored (Querci et al., 2024). 
This research fills this gap by exploring how consumers perceive smart objects' agentic 
capacities and how this perception influences acceptance. The study investigates three 
characteristics of smart objects' agency: (1) the level of agency, (2) the origin of agency, and 
(3) the principle of reciprocity of agency. 
Study 1 (N=450) examined a coffee machine with three agency levels (low, medium, high) to 
explore how agency level influences perceived usefulness, ease of use, and attitudes toward 
usage. Results indicated that high agency levels induced lower perceived usefulness, ease of 
use, and attitudes toward usage, suggesting that smarter is not always better. Lower and medium 
agency levels showed similar perceptions, inviting companies to question the necessity of 
racing to design objects with increasingly advanced agentic features. 
Study 2 (N=300) investigated a connected bin with two origins of agency (native and device-
enabled) to examine how origin influences perceived agency level, usefulness, ease of use, and 
attitudes toward usage. Results showed that native and device-enabled smart objects were 
perceived identically across all measures. This invites companies to consider developing 
device-enabled smart objects instead of native ones and questions the return on investment for 
native smart object development. 
Study 3 (N=300) examined a highly agentic connected roller device for windows across two 
samples: mobility-reduced participants and those with no mobility issues. This study explored 
the reciprocity principle of agency, which posits that users engage in relationships considering 
both their own and the interactant's agency levels. Both samples perceived the same level of 
smart object agency. However, mobility-reduced participants (lower human agency) expressed 
lower perceived usefulness, ease of use, and attitudes toward usage, illustrating interpersonal 
dynamics in smart object perception. Paradoxically, consumers most in need of the device 
perceived it as too agentic to handle due to their reduced mobility. 
This research invites researchers and managers to consider the implications of smart objects' 
agency through its three main characteristics (level, origin, and reciprocity) when designing and 
developing smart objects that meet not only functional needs but also the interpersonal and 
relational needs expressed by consumers. 
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The Future of Influence: How Virtual Influencers Shape Brand Attitudes and Purchase 
Intentions  
Anne Fota, Robér Rollin, Hanna Schramm-Klein 

Virtual influencers are computer-generated character designed to engage with audiences on social 
media, often resembling real humans in appearance and behavior. Unlike human influencers, virtual 
influencers are entirely digital creations controlled by brands or marketing teams. Previous studies 
have concentrated on the impact of human influencers on a range of outcomes, including trust-
building, brand loyalty and purchase intention (Franke et al. 2023; Özdemir et al. 2023; Sands et al. 
2022). Nevertheless, there is a lack of research examining the role of virtual influencers in shaping 
consumer perceptions. As the prevalence of virtual influencers on social media continues to grow, 
it is imperative to investigate whether they can replicate or even surpass the influence of their human 
counterparts. This research addresses this gap by examining whether virtual influencers exert the 
same effect on consumers' brand attitudes and purchase intentions as human influencers. In light of 
the growing prevalence of virtual influencers on social media, companies are increasingly 
contemplating the potential benefits they offer, including immunity to scandals and the capacity to 
be tailored to resonate with specific target audiences. Moreover, it is hypothesised that virtual 
influencers can enhance consumer engagement through their innovative and distinctive nature, 
while providing businesses with long-term cost-effectiveness. This study employs a quantitative 
methodology with a 3x2 design to examine the impact of diverse influencer types (human, virtual, 
and disclosed virtual) on brand attitude and purchase intention. The research is based on the concepts 
of source credibility, parasocial interaction theory, and the uncanny valley theory, which will be 
examined in detail. The theory of source credibility posits that the trustworthiness and expertise of 
an influencer have a significant impact on consumer behaviour. Similarly, the parasocial interaction 
theory posits that consumers form one-sided relationships with influencers that can influence their 
attitudes and purchasing decisions. The uncanny valley theory, which addresses the discomfort 
experienced when artificial entities closely resemble humans, is particularly relevant in evaluating 
the impact of virtual influencers. The study examines six discrete scenarios in which both male and 
female influencers promote two distinct product categories. This allows for a comprehensive 
analysis of the potential interactions between gender, product type and the nature of the influencer, 
and their influence on consumer responses. The analysis is based on three mediating variables: The 
variables under consideration are parasocial relationship, source credibility, and attitude towards the 
influencer. It is hypothesised that these factors act as mediators in the relationship between the type 
of influencer and the consumers' brand attitude and purchase intentions. The study makes a 
contribution to marketing research by expanding the understanding of how virtual influencers 
impact key consumer behaviours, such as brand attitude and purchase intention, through the 
application of theories such as source credibility and parasocial interaction. The study highlights the 
pivotal role of the uncanny valley effect in shaping consumer trust and engagement with AI-driven 
entities. For businesses, the practical insights demonstrate the potential of virtual influencers to 
enhance consumer engagement, mitigate the risks associated with human influencers, and provide 
cost-effective, customisable marketing strategies. 
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Rethinking Data in Marketing Research: Introducing Social Micro-Experiments as a 
Protocol for Ecologically Valid and Scalable Evidence  

Florian Buehler 

Academic marketing and consumer research often relies on convenience or opt-in online 
samples (e.g. Amazon Mturk), which are fast to obtain but suffer from serious limitations in 
terms of representativeness and data quality (Wessling, Huber, & Netzer, 2017). One can even 
argue that this reliance has contributed to uneven managerial relevance and a widening gap 
between research and practice (cf. “knowlegde production problem” Schauerte, Becker, 
Imschloss, Wichmann, & Reinartz, 2023). While much of the field aspires to provide actionable 
insight for managers, the foundations of our empirical evidence remain fragile and often built 
on samples and contexts that do not mirror real decision environments. With the advent of 
generative artificial intelligence, new paths for marketing research are beginning to emerge. 
Large language models (LLMs) can support measurement, ideation, and data generation, for 
instance by serving as synthetic respondents in early-stage research. Yet using LLMs as data 
sources introduces its own limitations. These so-called “AI surrogates” can create illusions of 
generalizability: their apparent human-like reasoning may conceal biases, cultural overfitting, 
and decontextualized patterns that distort inference if not anchored in authentic human data 
(Crockett & Messeri, 2025). Consequently, both traditional and AI-based data sources remain 
imperfect reflections of human behavior, underscoring the need for complementary approaches 
that combine ecological validity with scalability and transparency. 
A consequence of these limitations is the prevalence of malleable data-collection efforts and 
frequent compromises on ecological validity: leading to nonrepresentative evidence (Wessling 
et al., 2017) and, ultimately, misunderstood managerial relevance (Schauerte et al., 2023). To 
address this gap, the present work introduces the concept of Social Micro-Experiments (SMEs): 
feed-native, one-minute quasi-surveys embedded directly into public social networks, such as 
LinkedIn polls, structured comment prompts, or single screen forms. SMEs are not mere polls 
but a defined protocol for ecologically valid, open, and analyzable data collection. The goal is 
to provide a practical yet methodologically sound framework for accessing publicly available 
behavioral data.  Beyond one-shot insights, SMEs can also inform the development of LLM-
based synthetic samples. The same micro-tasks that elicit human choices (binary or multinomial 
decisions, pairwise preferences, and short ordinal ratings) can produce structured labels to fine-
tune audience-specific synthetic respondents. In this way, SMEs provide the empirical 
grounding that current synthetic-sample practices often lack. Conceptually, this work aims to 
contributes in three ways. First, it consolidates existing evidence on sampling, identification, 
and ecological validity to motivate a shift toward more contextually grounded research. Second, 
it formalizes SMEs as a quasi-survey protocol for public feeds, offering design, calibration, and 
open-science guidance. Third, it integrates SMEs with synthetic respondents, outlining a closed 
loop (collect → calibrate →fine-tune → validate → iterate) to strengthen both traditional 
research workflows and emerging LLM-based insight generation. Together, these elements aim 
to open a broader discussion about alternative data sources and the future of evidence generation 
in marketing science. 
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The Role of Robot Anthropomorphism and Perceived Social Presence in Promoting 
Sustainable Consumer Choices 
(Lana Beikverdi, Niklas Eriksson, Dennis Biström) 

The increasing deployment of service robots in retail environments offers novel opportunities 
for promoting sustainable consumption. The upcoming implementation of the EU Digital Product 
Passport (DPP) will make detailed sustainability information available for every product, but its 
complexity may overwhelm consumers (European Commission, 2022). Anthropomorphic 
service robots, through human-like interaction, can translate this technical DPP data into 
engaging, socially meaningful messages that enhance understanding and motivate sustainable 
purchase decisions. Prior studies indicate that human-like appearance and 
conversational ability can enhance liking and trust toward robots (Letheren et al., 2021) while 
moderate anthropomorphism increases satisfaction (Mende et al., 2019). At the same time, from 
the sustainable consumption perspective, research shows that the presence of others promotes 
pro-environmental choices by signalling moral and social status (McGuire & Beattie, 2016). 
Thus, social robots, by evoking perceived “presence,” may replicate such interpersonal influence 
effects in retail contexts. Drawing on this background, we propose that anthropomorphic design 
elements in social robots can act as social actors and foster greater engagement with sustainability 
messages. This study examines how robot anthropomorphism, expressed through the voice 
interaction of the humanoid robot, shapes consumers’ perceived social presence and purchase 
intentions for eco-friendly products. Specifically, the research aims to address the following 
questions: How does robot anthropomorphism influence consumers' purchase intentions through 
perceived social presence in retail settings? 
 
To address this research question, we applied an experimental approach to investigate the role of 
robots’ anthropomorphism features, such as voice interaction, in the context of driving 
sustainable choices. An experiment was conducted in a controlled laboratory setting with 26 
participants randomly allocated to one of two conditions: a robot presenting sustainable product 
information and offering both voice and visual interaction, or a visual-only robot. Participants 
were presented with a digital product display featuring a sustainable product and its 
environmental attributes (DPP simulation). Results revealed that the “voice and visual” condition 
generated higher perceptions of social presence and increased purchase intention compared to 
the “visual-only” condition. In addition, we found that perceived social presence 
significantly affects intention to buy a green product. These findings demonstrate that 
anthropomorphic cues in robots, particularly the combination of voice and visual interaction, can 
strengthen social presence and stimulate more favourable attitudes toward sustainable products. 
This extends prior work on social influence and human–robot interaction by showing 
that robots can simulate social facilitation effects traditionally associated with human audiences. 
Theoretically, the study bridges anthropomorphism research and sustainability communication 
by positioning social presence as a psychological mechanism connecting human-like robot 
design and pro-environmental decision-making. Practically, it suggests that retail environments 
can leverage socially engaging service robots to increase consumers’ attention to sustainability 
information and foster responsible purchasing behaviour. 
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